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In recent years, with the rapid development of e-commerce, a variety of sales 
channels arise simultaneously.The introduction of new channels often affects the 
existing vendors’ revenue and even the manufacturers’ revenue, which resulting channel 
conflicts. This paper is on supply chain contract coordination, whose market demand is 
influenced by the level of prices and sales efforts. In this paper, we analyse three kinds 
of single-channel and three kinds of dual-channel under the e-commerce environment. 
Firstly, the paper begins with a review of the supply chain contracts and other 
related researches, followed by analysing supply chain coordination of the revenue 
sharing contract,and the combination of cost-sharing mechanisms and revenue-sharing, 
under three single-channel conditions and three dual-channel conditions. Studies have 
shown that revenue sharing contract can not achieve supply chain coordination, 
whatever in a single channel or dual-channel.The joint contract of cost-sharing 
mechanisms and revenue sharing contract not only can achieve the supply chain 
coordination of three models of single-channel, but also can achieve the three kinds of 
dual-channel coordination.Among them, the manufacturer of the Drop-shipping channel 
must bear a part of the sales costs and the vendor shall bear a part of the manufacturer's 
inventory costs. The dual-channel of a online direct sales channel and a traditional 
channel, and the dual-channel of a online direct sales channel and Drop-shipping 
channel, the manufacturer must bear all of the sales costs.Besides, in order to achieve 
supply chain coordination, the manufacturer must afford a part of the improved profits 
to the vendor. 
At last, the study analysed the impacts of the introduction of other channels on the 
existing channels. The study found that the introduction of other channels will reduce 
the level of sales efforts and profits of the existing channels without any supply chain 
contract. When the manufacturers are going to establish an online direct sales channel, 
the introduction of other channels will reduce the level of the manufacturer’s profits. 
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7.0 万亿元，同比 2010 年增长 46.4%；B2B 占比较 2010 年略降 1.7 个百分点，网
购占比上升 0.6 个百分点。网络购物市场规模超过 7700 亿元，网络购物呈高速增
长态势。 
 





























描述，200 个全球 大的生产商中，有 44%拥有自己的在线销售网站，这其中，
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